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 Cigarette companies spend approximately
$337.8 million each year advertising their products
to Missourians.1

 A study in the Journal of the National Cancer
Institute found that teens are more likely to be
influenced to smoke by cigarette advertising than
they are by peer pressure.2

 Teens are three times as sensitive as adults to
cigarette advertising.3

 According to the 2003 Missouri Youth Tobacco
Survey, 15.5% of High School students and 10%
of Middle School students are receptive to tobacco
advertising.  And 33.3% of Middle School students
and 31.4% of High School students who are
current smokers are receptive to tobacco advertis-
ing.4

 Advertising tobacco products in magazines
with high readership increased 33 percent after the
Master Settlement Agreement.5

 Advertising by Phillip Morris’ Marlboro, R.J.
Reynolds’ Camel, and Lorillard’s Newport (the
three most popular brands among youth) in youth
magazines increased from 58.5 million in 1998
before the Master Settlement Agreement to $67.4
million in 1999 after the settlement.6

 In a study conducted by ImpacTeen research-
ers, 80 percent of retailers displayed interior
tobacco advertising; 22.8 percent had high-levels
(eye level of adults) of interior advertising, and
42.9 percent had low-height (eye level of children)
advertisements.7

 Only 65.8 percent of stores contained tobacco
control signage – 48 percent of stores had industry
sponsored (such as We Card) signage warning
minors that proof of age is required to purchase
tobacco products, 32.7 percent had FDA-spon-
sored signage, 4.1 percent had health warning
sings, and 6.3 percent had other minors’ access
signs.7

 The majority of retail tobacco advertising
occurs in convenience stores where approximately
75 percent of teenagers shop at least once a week.7

 A majority of outdoor advertising in Boston
was in neighborhoods with the lowest median
household or with the greatest proportions of
African American and Hispanic residents.8

 Between 1990 and 1994 African American and
Hispanic neighborhoods in Los Angeles contained
greater tobacco advertisement density, and that the
advertisement in African American neighborhoods
contained greater ethnicity-specific content.9

 A study published in 2000 found that 64% of
all tobacco billboards in the City of St. Louis, MO,
were in a predominately African-American neigh-
borhood and that 57% of those billboards con-
tained images of African-Americans.10
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